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The Analysis on Integrated brand of Local government
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Abstract Brand integration is necessary for the effective development and implementation of local brand.
However, integrated brand can’t be successfully used without 2 key points, concrete foundation and effective
use of the brand image. The brand integration research was operated by selecting eight states council and 10
local cities that have more than one million populations. In states side, seven of eight states were experiencing
lack of effective development and controlling process. On the other hand, integration effort need to be made in
10 city brands, though brand controlling process was not bad.

It seems that brand improvement process that can express variety of important meaning in one simple
integrated brand image is necessary. Therefore, we need to make effort to develop those integrated brands by
setting brand strategies that could easily deliver wide range of meanings with simple image and making
manuals to systematically manage them.

Key Words : Local brand, Integrated brand, Local government, Brand, Slogan, Logo
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(Table 4) Unity and Consistency of brand

Unity of Consistency Consistency of
design of color policy brand and
factors Slogan
Gyeonggi ©) © ©)
Kangwon X A X
Chungbuk X (@) x
Chungnam ©) O x
Gyeongbuk X X X
Gyeongnam A O A
Jeonbuk O x x
Jeonnam x x x
Jeju ©) [©) x
Seoul x x x
Incheon A ) )
Busan x A x
Daegu X A e}
Gwangju X X A
Suwon O O O
Daejeon A x A
Ulsan A A x
Changwon X ] x
Goyang x ] A

O excellent. Ogood. A normal. X none

Journal of Digital Convergence | 113



IH

HEo chet

1|
ol
o

b

9|

R|LXER| A

7HR ok ]

o
~— T

o]
oujd o] tjxjel RE|H A LEl}

=1} AR 2

Bi=

1

L
L

=l

37

AHA| 7}
of

ol 7 Aol

e}

b &

9

| ok AR 2AVT etk

ol

o ™
Col
Efu ese}
w5 =
wir %
S
= ™
i$)
0
o
—~
-
0
b W
V)
& %
il o
o
b
T
= X
wmo
B X
Uy
o o
o
by
& 5
o
3n go
LSy
No 1o
T ooy
A
= o
of _
~
NOX
Ealiy
"o
oy
x5
dgo ™
< o
w
I

e ) Mz AA

e

KR
=

)
Nr

vzl

1

=

279 o

<
=

st

p)
=)

(Table 5) Figurative features of brands

nhimh%dr.u.ﬂﬂdr.mamb ) e @
E&ep}lmmiﬁ__l@m Aﬁﬁ MM%ﬂzt
BEwEuEo™Znxc EET
G G C | =N o=
Mﬂ_rquo,AoLtLloioEJIMﬂ 7.§ﬂ
" o4, B8 H OB T ogr B T oo
LEL. o o M =l N B T oA ~
o A - S B ) G
Hogo = 8 A= T 7 o x o
A R - N TR
IR G N o T o N
5 XESTD XA 5T
ﬁoﬂﬂ,,wuﬂlooixmlr ol AJdDE
R R e - R L S g XF
],U!»ﬂﬂc AﬁouTHE sEEnY ..-oﬂoﬂﬁ.l
2 w r o B VRN
ﬂngizTn_NJEAXHTE% __oH_ﬂ7q_o|
TR p T ERNTT o Wk
TMTE T P TRy
s W " o =T b9
T T T T MGy < o M AT
TOEEYE R M T s §FEY
N ol I
AR RS A R R N o
vl g B ol . > Sl el - o
S slsle || FEeEE42E87 s
=|2| |5|5|5|3 z|% 85| g elE g% eT %
g|= g 2 5 ] om@mea\k
S REEEE R
Cle ol 2l z|g gl= 2l o [ B Bl | B
@ =IR=I ] < gl Bl LIRS
S = o =) 2 s
m Mmm g |8 2|E g £ gl g
slolel&lelelel 8B5Sl £ |5 2 |ElS 2 E|eE B
E|E| 8 ElE|E sle & |s] & | & 8 g |88 &
R E R R A E R E
S SRR TR BN F R
m mcc o | O C,ldL ol ©
EFEEEEEEEE B EERE AEE
El5|=|5|5|5|5| 55|25 = |5] = |5 5| = |=|5| 5
EEEEEEEFEEEIERIEHIEIEEE
R A R N
HHEEEEEHEE BRI g |22
S| 5| E|E|E|E|E|E|E|E|E| E |E| E |E E |E|E
&l 53 e k=1 5
mem@wmm.wmmmme £ lslz| £
S EEEEEES SRR R
&12|5|5| & 25 . & 28|75

Ase] grdgolt f2e sfto)

9

Y7t O ol fw

o

el
i

A2 AR oL

eI

ol &

114 1 Journal of Digital Convergence 2015 Nov; 13(11): 109-118



The Analysis on Integrated brand of Local government

= Hud e o BA=E ata o o] Al
714 ke AHE Agstel Jridos Y w4
FiL 9l
(Table 6) periodic adaptability

timely design old style
Gyeonggi 0
Kangwon e}
Chungbuk )
Chungnam @)
Gyeongbuk )
Gyeongnam @)
Jeonbuk e]
Jeonnam ]
Jeju O
Seoul O
Incheon O
Busan O
Daegu O
Gwangju )
Suwon e]
Dagejeon )
Ulsan o]
Changwon )
Goyang )
(Table 7) Local relation

relation of future

slogan industry concreteness
Gyeonggi © ©) A
Kangwon X X X
Chungbuk X O A
Chungnam x e} A
Gyeongbuk x x X
Gyeongnam X x X
Jeonbuk X x x
Jeonnam x A A
Jeju X X X
Seoul x x (@]
Incheon X o O
Busan X o O
Daegu O (0] X
Gwangju X (@] X
Suwon x o A
Daejeon X 0] A
Ulsan X A A
Changwon X A A
Goyang X A A

O excellent. Ogood. Anormal. * none
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(Table 8) internal integration
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attraction attraction attraction
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Gwangju @]
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Changwon o
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